This study aims to determine the effect of brand image and customer relationship management on customers' loyalty directly or through customer satisfaction. This study uses a quantitative research design and sampling technique by using purposive sampling. The population in this study are all customers of a Bank in Malang that consists of 200,000 customers with a total sample of 100 customers. Data analysis was done by using path analysis with SPSS 16.0. The results of this study are: (1) brand image has significant positive effect on customer satisfaction, (2) customer relationship management has significant positive effect of customer satisfaction, (3) brand image has positively significant effect on customer loyalty, (4) customer relationship management has significant positive effect on customer loyalty, (5) customer satisfaction has significant positive effect on customer loyalty, (6) brand image has indirect significant positive effect on the customer loyalty through customer satisfaction, and (7) customer relationship management has indirect significant positive effect on the customer loyalty through customer satisfaction.
Meanwhile, customer relationship management (CRM) is a detail information digesting process about individual customer and every customer's "contact point" thoroughly to maximize customer's loyalty (Kotler and Keller, 2009:148) . Pepers and Roger in Kotler and Keller (2009:150) underlined framework that can be applied in CRM marketing is by identifying the prospect of the customers available, differentiating customer based on their need and their value for the company, interacting individually with customers and modification service production message for every customer. Through brand image and customer relationship management, customer's satisfaction will be achieved. In Kotler (2000) opinion in Tjiptono (2005:350) , customer satisfaction is one's level of satisfaction after comparing performance (or result) one's feel to one's expectation. Irawan, Handi (2002:37) said that there are five main drivers of satisfaction. Those are product quality, service quality, price, emotional, and ease. When the customer is satisfied then they will be loyal to that company. According 
METHODS
Based on the level of explanation, this research is considered as associative casuality.
Associative casualty research is a research which shows cause and effect relationship, so that there are dependent and independent variables (Sugiyono, 2011:27) . In this case, researcher wants t to have a picture of brand image and customer relations management impact on customer loyalty directly as well as the impact of brand image and customer relationship management on customer loyalty through customer's satisfaction (case study on the customers of X Bank Unit Malang) The sampling technique is purposive sampling. The sample chosen for this research is the customers who have been customers for X Bank Malang Unit for 3 years. The data analysis is done by using path analysis.
RESEARCH RESULT

Classical Assumption Test
Classical assumption test used in this research is normality test, multicollinearity test, and heteroscedasticity test which overall have fulfilled classical assumption test.
Statistic Test
To analyze the data in this research, using linear regression analysis with programme SPSS 16.0. The result of the research through sub-structure and hypotheses test, as follows:
2.3. Impact of X 1 , X 2 Variabl Z Based on the analysis result of Table 2 
Hypothesis Test
The results of hypothesis test in this research are as follows. Malang. In other words, the bigger the value of Satisfaction is, the higher customer loyalty is. Based on the explanation above, in researcher's opinion, the brand image created by X Bank has created certain satisfaction to the customers. This brand image is created by customer's perception that X Bank is one of the biggest banks in Indonesia so that they are not afraid keeping their fund there and they are sure on the credibility of X Bank.
Moreover, the bank launches ATM machines designed for motorcycle riders that also improve their brand image by showing their interest and concern to the motorcycle drivers.
The impact of Customer Relationship Management on Customer's Satisfaction at X Bank Unit Malang
From the result of the analysis explained on chapter 4, it is proven that customer relationship management (X2) variable has the positive and significant impact on cus- Referring to researcher's opinion, CRM will tighten the relationship between X Bank with their customers through various servers that are needed and always willing to fix their service so that the customers are satisfied on the service they get. X Bank tries to always improve their customer service representative service they have through X Call 500046, so that they can answer and attend on customer's need on information demand around the service and product for 24/7. X Call is also claimed to be able to answer the need for information, transaction, or customers' complain. X Call also attends to information demand from customer to be. X Bank also approaches their customer through social media. In 2009, they opened a Facebook account and then followed by two twitter accounts. Keller, Kotler (2009:259) has the opinion that brand also has its own precious function for the company. Brand indicates the certain level of quality is that satisfied customer can easily repurchase that product again. Brand loyalty gives save demand level and can be predicted by the company, and creates a boundary that makes it harder for other companies to enter the market. Griffin (2005) said that a customer can be defined as loyal when that customer shows regular purchase of the product or having some condition that forces them to buy at least twice in a certain period. The effort to give satisfaction to the customer is done to affect customer's attitude, while the concept of loyalty relates more to customer's behavior than attitude. A consumer with the high level of loyalty will tell the company's excellence and the service quality to others and even recommendations the service a lot. 
The Impact of Brand Image on Customer's Satisfaction at X Bank Unit Malang
The Impact of Customer Relationship Management on Customer Loyalty at X Bank Malang Unit
From the data analysis done at Chapter Iv, it is proven that customer relationship In correspondence to Sinaga in Imasari (2011) , the reason customer relationship management can build customer loyalty is that firstly, there is a paradigm change from product-driven company to consumer-driven company. Secondly, every consumer has different needs so that the company needs to be more sensitive to every complaint.
Thirdly, a consumer is everything as, without consumer, there won't be any business.
Fourth, the cost of getting consumer is much bigger than the consumer to keep the existing consumer. Fifth, in customer relationship management, there is a database which becomes the main weapon for the service and information provision. Buttle 
The Impact of Customer Satisfaction on Customer Loyalty at X Bank Unit Malang
From the data analysis in Chapter IV, it is proven that satisfaction (Z) variable has the positive and significant impact on customer loyalty (Y) with the value of β = 0,325 with sig t = 0,009. This means that when the customer's expectation is filled, they will be are offering. Adding values will make the customer feels getting more than they pay or more than they expected. When the customer stands to the company for being comfortable with the value and service they get, they will more likely be a loyal customer.
According to the researcher, when a customer is fully satisfied with what has been given by X Bank, they will be loyal to the bank. Moreover, they will also influence their family and friends to be the customer of X Bank, while not being distracted by other banks. They will also feel proud to be the customer of one of the biggest banks in Indonesia with its awards. Several reasons to customer satisfaction, which includes the number of offices and ATM machines, the X Call service and ease of transaction as mentioned previously.
Indirect Impact of Brand Image to Customer Loyalty through Customer Satisfaction In X Bang Unit Malang
From the discussion in Chapter IV, it's discovered several direct impacts from the four Keller, Kotler (2009:259) said that brand indicates the certain level of quality that the consumer who is satisfied can easily repurchase the product. Brand loyalty gives save and predictable amount of demand for the company and creating some boundaries that make it difficult for other companies to enter the market. Loyalty can also be described as customer will to pay the higher cost than rival brand. Even though rivals can copy the manufacturing process and product design, they cannot easily fit the impression remains in people's mind for years through product experience and marketing strategies. Griffin (2005:5) said that a customer can be considered loyal when that customer shows constant purchase or in a condition who require her/him to purchase the product twice in the certain period. The effort of giving satisfaction to the customer is done to affect their attitude, while the concept of customer loyalty relates more to customer behavior than attitude. A consumer with high loyalty will tell the excellence and the quality of the service to others and recommends it a lot.
According to the researcher, when a brand image has the impact on loyalty through satisfaction, the result is low because there is cooperation between instances as well as companies with X Bank that oblige the employee to use X banking service for payment received. The next reason, they were forced to use another banking service, this can be seen from the answers of the questionnaire given to the respondent that they are happy and proud to be the customer of X Bank while being the customer of other banks.
Indirect impact of Customer Relationship Management on Customer loyalty through Satisfaction at X Bank Unit Malang
From the discussion in Chapter IV, it's discovered several direct impacts from the four 
Modification product service and message for every customer. Good CRM relationship gives satisfaction to X Bank customer.
According to the researcher, when customer relationship management has the impact on customer loyalty through customer satisfaction, the result is low. It is because 74% of the respondent also uses another banking service that they compare X Bank to other banks they attend.
CONCLUSION AND SUGGESTION
Conclusion
Based on the result of the research and discussion, in conclusion: (1) 
Suggestion
Based on the research result, the suggestions given by the researcher are as follows; researcher is recommended to minimize the error percentage to 5% so that the sample used can be as many as 400 samples so that it can represent the total population better and gives a maximum result.
